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Abstract 
China has seen the most rapid growth in the development of mobile communications in the world. Many 
existing mobile users have an established comfort level with mobile device functionality. This may alleviate 
their reluctance to conduct mobile commerce (m-commerce) activities.  Thus, m-commerce has a 
potentially exceptional future in China. However, technology development is seriously challenged when 
users are slow to make decision to adopt the new technology. Enhanced functionality and greater levels of 
mobile services require an in-depth understanding of consumer characteristics and behavior. Corporations 
continue to evaluate how individual products and services should be offered for specific consumer groups 
based on their individual characteristics. To the best of the author’s knowledge, little work has been 
directed at understanding m-commerce users in china. More specifically, the intention to use specific m-
commerce services for a variety of demographic bases needed for effective market segmentation and 
generating value for the Chinese M-commerce user remains largely unstudied. This study investigates the 
consumers’ intention to perform various m-commerce activities and provide valuable insights for effective 
strategic market segmentation to create value for M-commerce in China. The results provide managers of 
m-commerce services, seeking to enter the Chinese marketplace, specific information about the Chinese m-
commerce users' intention to use m-commerce services based on various individual characteristics. 
Key Words: China, Mobile Commerce, Intention, Demographics, Market Segmentation 
 
Introduction 
Predicted to be the world's largest economy in the 21st century, China has marched into the global market with exceptional 
economic growth since the new millennium.  Its impressive and consistent financial expansion has brought one of the largest 
and most attractive consumer markets to the world. Unlike the United States and Europe, e-commerce practices in China can 
hardly reach low-income earners that constitute a majority of the population due to limited household possession of wired 
personal computers (Hu, 2000). However, many existing mobile users have an established comfort level with mobile device 
functionality. This may alleviate their reluctance to conduct m-commerce activities (Lu et al, 2003).  Thus, m-commerce has 
a potentially exceptional future in China, driven by the need for cheaper alternatives to Internet connectivity. Mobile Internet 
might be the way to bring e-commerce to China (Chavaja et al, 2001). 
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According to Kshetri and Cheung (2002), China is undergoing the mobile miracle. China is rapidly heading towards having 
the largest mobile communications network and business in the world for both cellular and paging operations (Lu et al, 2003). 
According to Ministry of Information Industry (MII), China’s telecommunication market reached 182.4 billion revenues in 
year 2006. China has over 800 Million Telecom Subscribers and the Tele-density is 49.21, which refers to the number of 
telephones in use for every 100 individuals. Of a total 800 Million Telephone lines in use, fixed lines are around 367.81 
Million while the remaining subscribers are mobile users. These numbers reported an annual increase of 60 million compared 
to 2005. With this dramatic penetration in the mobile market, China has seen the most rapid growth in the development of 
mobile communications in the world. The substantial volume of m-commerce should not be seen as a natural consequence of 
high penetration of mobile phones, PDAs, or pagers (Lu et al, 2003). Initially, mobile services primarily facilitated voice 
communication. Recently, new forms of mobile services have made possible text messaging, web surfing, digital imaging, 
bill paying, banking, financial instrument trading, and shopping (Mao, 2004). However, technology development is seriously 
challenged when users are slow to make decision to adopt the new technology.   
Enhanced functionality and greater levels of mobile services require an in-depth understanding of consumer characteristics 
and behavior. This is needed in order to develop specific services based on knowledge of the characteristics of the 
marketplace, consumer behaviors and their intentions to use specific services. Such knowledge is of significant strategic 
importance to resource distribution decisions involved in effective segmentation to develop mobile services that create value 
for users. In addition, such knowledge is critical to creating specific and targeted marketing campaigns that meets the needs 
of specific users. To the best of the author’s knowledge, little work has been directed at understanding M-commerce users in 
china. More specifically, the intention to use specific M-commerce services for a variety of demographic bases, needed for 
effective market segmentation and generating value for the Chinese M-commerce user remains largely unstudied. This is 
amplified in light of the size, penetration and growth of the Chinese M-commerce marketplace. The purpose of this study is 
to investigate the consumers’ intention to perform various mobile commerce activities and provide valuable insights for 
effective strategic market segmentation to create value for M-commerce in China. 
 
Literature Review 
Mobile Commerce (also called mobile e-commerce or m-commerce) is all activities related to a (potential) commercial 
transaction conducted through communications networks that interface with wireless mobile devices (Tarasewich et al., 
2002). M-commerce represents the convergence of two technologies – the web and wireless technology. While the former 
has radically changed the way business is conducted, the later has added a mobile dimension to e-commerce and mobile 
computing through mobile devices such as cell phone, PDA, or pager (Coyle 2001). 
The adoption of electronic commerce has significant impact on the organizational formation, decision making, business 
strategy. Most e-commerce applications assume stationary users using a wired infrastructure, such as a browser on a PC 
connected to the Internet using phone lines or a Local Area Network (Vardhney and Vetter, 2002). M-commerce is based on 
wireless Internet via mobile technology which delivers e-commerce capabilities directly into the consumer's hand via 
wireless technology. As a new form of Electronic Commerce, m-commerce adoption will be possible and significantly 
benefit from emerging wireless and mobile network. This can be a force with strong potential to expedite business 
transactions and significantly change how businesses serve customers in the global market (Kutler 2000). 
With the tremendous potential of mobile industry, there has been notable growth of studies on adoption, penetration and 
usage of mobile devices and services in recent research. The Technology Acceptance Model (TAM) has been used for several 
years to predict the attitudes and behaviors of employees as they are introduced to new technologies in the workplace (Davis, 
1989). The central idea underlying TAM is that a person’s behavioral intention (BI) to use a ‘‘system’’ (the new hardware, 
software, etc.) is determined primarily by two assessments: its usefulness and its ease of use (EOU). Usefulness has to do 
with the degree to which a person believes a certain system will help perform a certain task. In contrast, EOU has to do with 
the extent to which a person thinks that use of a system will be relatively free of effort (Bruner and Kumar, 2005). On the 
basis of TAM Model, some adjusted models were developed to measure the acceptance of users to certain types of emerging 
technology or systems.  Recently, there are some single country studies on the m-commerce adoption. Lu et al (2003) studied 
the acceptance of wireless Internet via mobile technology (WIMT) in China and indicated that the acceptance of WIMT is 
related with factors of: perceived usefulness, perceived ease of use, social influences, wireless trust environment, and 
facilitating conditions. Rosenbaum and Kleber (2004) described ongoing research investigating m-commerce in Japan. Using 
a social informatics perspective to inform a sociotechnical analysis of the uses of mobile phones by a sample of Japanese 
consumers, this research provided insights into ways in which Japanese culture is changing as mobile phone technologies and 
m-commerce become reutilized in Japanese life.  Kim and Stenfield (2004) studied Consumers Mobile Internet Service 
Satisfaction and their Continuance Intentions and investigated the relationships between satisfaction and customer’s new 
technology adoption intention based on a survey of mobile Internet subscribers in Korea.  
Dai, Singh, and Iyer                              A Demographic Analysis of the Chinese mCommerce Market 
 3
A growing research stream within the social sciences examined the diffusion of mobile communications from a sociological 
perspective (Harris et al, 2005). Vrechopoulos et al. (2003) use this sociological research stream as evidence of the 
importance of consumer behavior research in understanding patterns of m-commerce diffusion. Kshetri and Cheung (2002) 
study the forces that influence the diffusion of information and communications technologies (ICTs) in general and telecom 
diffusion in particular to help better explain the phenomenon of mobile diffusion in China. They highlight the wide range of 
differences in levels of adoption, availability and coverage of M-commerce services in china. In spite of the numerous 
advances and large rate of growth in M-commerce services, there continues to be great disparity in the levels and nature of 
adoption of m-commerce services in China.  
The development of m-commerce has been comparatively slow (Mylonakis, 2004). Some barriers have been found in recent 
studies including uncertain technology standards, complexities of interactive multimedia application, the threat of 
government regulation, user interface, pricing structure, and security and privacy risks which are contributing to a deflated 
vision of m-commerce (Jarvenppa et al. 2003; Reid, 2001; Ghosh and Swaminatha, 2001). The technology complexity 
impacts intentions to use M-commerce devices. Design improvements that improve the usability of M-commerce devices to 
allow consumers to perform activities effectively, while incorporating security is needed to engender trust in the M-
commerce medium as well as trust in the mobile vendors (Siau and Shen, 2003). Many such barriers in the adoption of M-
commerce are impacted by a variety of individual factors. In other words, a variety of consumer demographic characteristics 
influence the perception of barriers to the adoption of M-commerce services (Lu, et al., 2003). This implies that researchers 
and practitioners should develop deeper levels of understanding of the impact of consumer characteristics and their behavior 
to understand consumers’ acceptance of m-commerce services. The next section discusses our research approach to develop a 
better understanding of the potential consumers of m-commerce in China in attempt to inform market segmentation strategies 
that create value for consumers in Chinese mobile market. 
 
Research Design 
Survey Instrument Development 
The purpose of this study is to develop an understanding of consumer’s intention to use m-commerce based on their 
individual characteristics. The questionnaire used for data collection in this study consisted of a combination of key 
measurements on people’s intentions to use four categories of m-commerce activities as well as measures of key 
demographic factors.  
M-commerce Activities 
M-commerce encompasses many more activities than merely online purchasing. In this study, we identified four categories of 
m-commerce activities: 
Information Search  
A major wireless application is web access for retrieval of real-time information such as news, weather reports, sport scores, 
flight and reservation information, navigational maps, and stock quotes. While email continues to dominate wireless 
applications, innovative online applications that, for instance, use location reference information of end users, will drive new 
areas of mobile e-business growth (Ghosh and Swaminatha, 2001).  
Mobile Online-Shopping 
Mobile online shopping is defined as buying goods and services through wireless handheld devices such as mobile 
telephones and personal digital assistants (PDA) (Bhuyan, 2005). 
Entertainment  
Wong and Hiew (2005) defined mobile entertainment as any type of leisure activity consumed on mobile devices that utilizes 
the wireless telecommunication network which incurs a cost upon usage and interacts with service providers.  Mobile 
entertainment comprises of a range of activities including downloading ring tone, logo, music and movie; playing games, 
instant messaging and accessing location-based entertainment services. 
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Finance  
Tarasewich et al. (2002) indicated that Current mobile financial applications include mobile banking and a variety of 
different micro-payment solutions. Today, mobile payments are mainly used to pay for popular mobile content and services 
since there are few alternative payment solutions available. 
Demographics 
Previous research pointed out that various factors such as demographics, technology-related skills, and culture were 
identified as important determinants influencing the implementation and acceptance of wireless handheld phones (Sarker and 
Wells, 2003). The following characteristics will be related to early adoption: (1) age, (2) education level, (3) previous 
computer training, (4) attitudes toward computers, and (5) feelings of efficacy regarding computer use (Burkhardt and Brass, 
1990). Appling these demographic factors in mobile context, the customer’s characteristics have been investigated in this 
study including age, gender, education background, occupation, marital status, years of experience and frequency of using 
mobile device. 
Measures 
The items used to measure consumers’ intentions were simple statements for which the participants were asked to indicate 
their opinions on a seven-point Likert scale on the extent of their agreement to use one of the mobile commerce activities 
under each of above mobile commerce activities. The intention to use items ranged from 1 (strongly disagree) to 7 (strongly 
agree), with a higher number indicating the more willingness to use.  The data demonstrated Cronbach’s Alpha measure of 
0.9367, which shows the high level of reliability. The items are displayed in table 1. 
Table 1: Intention to use m-commerce 
 
 
Demographics and other measurement variables of experiences of using and frequency of use were adopted from previous 
studies related to TAM. Others were generated from literature review on m-commerce and key word searches of m-
commerce, wireless internet, technology acceptance, innovation adoption. There are also some measures from MIS survey 
instrument in the AIS would website.  All variables in the survey were measured on a seven-point Likert scale.  
Data Collection 
The questionnaires were distributed in a large Chinese city where m-commerce is well diffused and promoted by vendors. An 
English version questionnaire was developed based on the research model and exhaustive literature review. The questionnaire 
was subsequently translated into Chinese-Mainland version for data collection. The instrument was tested on several 
experienced m-commerce users in China. The aim of this pilot survey was to test the feasibility of the instrument and gain 
qualitative feedback from the respondents. Based on this feedback, changes were made to improve the layout of the survey 
form and the phrasing of some survey questions in order to make the Chinese version of questionnaire consistent with 
English version. 
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The revised survey was distributed through people who were trained with basic knowledge of this research project and were 
in charge of collecting surveys.  200 questionnaires were sent out in a large city in China during a one week period and 141 
responses were collected. Respondents included students, employees of a company and a government organization. This 
generated a 70.5% response rate. Six incomplete questionnaires were dropped in data analysis due to the inadequate 
information, leaving a total of 135 useable responses were used for data analysis. 
Sample 
Of the 135 useable responses, seventy-seven respondents were male and fifty-eight were female. This is an acceptable 
distribution and indicates no gender bias. The age distributions are grouped into two categories: under 25 and over 25 years 
of age. We examined two levels of educational background, namely individuals without a Bachelor’s degree and those with a 
bachelors or higher educational degrees. Occupations are classified in two groups: Full time employee and others, which 
include Part time employee, Self-employed, Full time college student, Retired/Home maker, and others.  Marital statuses are 
labeled as Married, Divorced, and Single.  The characteristics of the population sample are displayed in table 2: 
Table 2: Population Characteristics 
 
 
Results and Analysis 
Here, we present the differences in consumer’s intentions to use various m-commerce services based on a variety of 
individual characteristics.  
Gender Differences 
Descriptive statistics indicates that the consumers’ intentions to perform different m-commerce activities vary based upon 
their gender (see Table 3 and 4). 
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Table 3: Statistics of consumers’ intentions based on gender 
 
 
 
 
Table 4: Gender differences in consumers’ intentions 
 
 
**Significance at 0.05 level; * Significance at 0.1 level 
 
Our results indicated that when compared to females, male Chinese m-commerce consumers report a greater intention to use 
mobile devices to search for information and deal with the finances. More specifically, Chinese male customers report 
stronger intentions to use m-commerce devices to send and receive email, make online payments, and use mobile banking 
system to transfer money.  
Age Differences 
Two broad groups are defined based on our data: consumers less than 25 and older than 25. We utilize this classification as 
categories to differentiate between consumers whose intentions are influenced by the dramatic changes that took place in the 
period of the Chinese Economic Reform. The following tables show our findings. 
 
Table 5: Statistics of consumers’ intentions based on age 
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Table 6: Age differences in consumers’ intentions 
 
 
**Significance at 0.05 level; * Significance at 0.1 level 
 
Our results indicate that the older generation is more willing to use m-commerce for their entertainment purpose as well as to 
search for information using services provided by mobile business vendors.  In particular, the population over 25 has stronger 
intentions to use mobile devices to download ring tone, logos and pictures, music; and use mobile phone to send and 
received the emails.  
An explanation of this result may be that the people who were born before 1980 (older than 25) didn’t have sufficient training 
on the computer technology due to the less development conditions in china before the Chinese Economic Reform. The 
operations on mobile device are easier to learn by this group, when compared to other forms of emerging entertainment 
technologies. Another plausible explanation could result from the differences in the income level between these two groups. 
Recently, a good number of youth and teenage adopters of mobile phones found themselves unable to pay the bills because of 
their incomer levels (Colman, 2001).  
Education Level 
In this study, we considered the differences in the intentions of individuals with or without a bachelor’s degree. The 
following tables show our findings. 
 
Table 7: Statistics of consumers’ intentions based on education level 
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Table 8: Education differences in consumers’ intentions 
 
 
 
**Significance at 0.05 level; * Significance at 0.1 level 
 
Our results indicate that people have more education have more willingness to perform m-commerce activities. Two broad 
groups identified as the first group: people who have at least the bachelor degree or above (Ex. Master, PhD.) and the second 
group: people didn’t have bachelor degree. The people who have high level education background have higher intention to 
use mobile device for information search, shopping, entertainment, and finance. But the data also demonstrated that the 
intentions to use mobile banking system and mobile payment are very low for both groups. The reason for this is that people 
in china are not familiar with the online banking system and online payments due to the low adoption rates of e-commerce in 
China.  
Occupation 
In studying the differences in intentions to use M-commerce services, we examined the differences between individuals that 
are employed full-time and others including employed part-time and college students. The following tables show our findings. 
 
 
Table 9: Statistics of consumers’ intentions based on occupation status 
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Table 10: Occupation differences in consumers’ intentions 
 
 
 
**Significance at 0.05 level; * Significance at 0.1 level 
 
 
People with fulltime jobs have a greater intention to use entertainment services provided by M-commerce vendors.  In prior 
organizational behavior research, income is shown to potentially confound observed gender and age differences (Lu et al, 
2003). Specially, older individuals are over represented in categories of higher income, higher occupational positions and 
higher qualifications (Morris and Venkatesh, 2000).  In fact, occupation associated with income and economic status has long 
been recognized to have a strong effect on technology adoption and diffusion. In some rapidly developing countries and 
regions, stronger payment ability enables people to spend more on M-commerce services (XianHua, 2001). 
Experience using Mobile Devices 
We used an experience level of four years to categorize experienced and inexperienced users. Results are shown in the 
following tables.  
 
Table 11: Statistics of consumers’ intentions based on experience of using mobile device 
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Table 12: Experience differences in consumers’ intentions 
 
 
 
**Significance at 0.05 level; * Significance at 0.1 level 
 
Some m-commerce adoption studies (Khalifa and Cheng, 2002) also found that different years of experience of using mobile 
device have different impacts on individual user’s adoption of m-commerce. Our results indicate that experienced M-
commerce users report higher intentions to use mobile devices for information search, shopping, and entertainments. Other 
results show that there is no difference between the people’s intentions to do m-commerce according to their marital status. 
Besides, the frequency of using mobile device doesn’t have impact on people’s intention to perform m-commerce activities.  
 
Discussions and Conclusions 
Our work tries to investigate the differences between Chinese customers’ intentions to adopt a variety of m-commerce 
services based on a variety of individual characteristics. The results of this study may inform practitioners in developing 
focused segmentation strategies for Chinese consumers based on their intentions and preferences toward various m-
commerce activities. 
Our results indicate significant differences among Chinese male and female consumers’ intentions to adopt m-commerce.  
We find that Chinese male customers are more willing to use mobile devices to search information and deal with the finance 
while the female customer has lower intentions to use these m-commerce’s services. We did not find any difference in the 
intention to do mobile online shopping and entertainment based on gender. This result is consistent with previous study 
conducted by Ericsson in collaboration with Ernst & Young showed that the customer segment that uses mobile Internet 
today are male business users since they are less price sensitive than other market segments. Our results are consistent with 
prior research on the impact of age on technology adoption. The results demonstrate that older individuals are more willing to 
use m-commerce for entertainment purposes as well as to search for information. Conversely, younger people hesitate to use 
mobile entertainment functions and information search. A plausible explanation for this stems from the lower income level of 
the younger generation in China which is less than 100 dollars per month (NETEASE.com).  Currently the price for mobile 
web access is 200 Chinese RMB ($27) per month (Unicom; Telecom). This expense is not affordable for many people of the 
younger generation group.  Similarly, people with fulltime jobs enjoy the entertainment provided by mobile business vendors. 
As occupation is associated with income and economic status, the mobile service vendors must adjust their pricing strategy to 
attract more people especially from the younger generation group with low-income.  Education level plays an important role 
in m-commerce adoption. Results from our study indicate that people with higher education background report stronger 
intentions to use mobile devices for information search, shopping, entertainment, and finance.  Consumers without a bachelor 
degree report low intentions to use all m-commerce services that we investigated, because in most cases Chinese people get 
computer training and knowledge from their college studies. Our results indicate that experienced Chinese consumers report 
stronger intentions to use mobile phone for information search, shopping, and entertainments.  Conversely, people with less 
experience using mobile devices are less likely to adopt m-commerce for information search, shopping, and entertainments.   
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The idea of whether m-commerce should provided to all customers for all products and service is too broad for developing 
effective market segmentation strategies. Corporations continue to evaluate how individual products and services should be 
offered for specific consumer groups based on their individual characteristics (Frolick and Chen, 2004). Our results indicate 
that Chinese male consumers over 25 with a bachelor degree and at least four years experience of using mobile devices are 
more likely to use the information search applications and services as functions of m-commerce. Chinese female consumers 
are less than 25 and without the bachelor degree and more than four years experience of using mobile devices are less likely 
to adopt such information search functions in m-commerce. For the mobile business vendors, this former group of people is 
probably the most fertile m-commerce market must be targeted. Chinese consumers with a bachelor degree and more than 
four years experience of using mobile device have a higher intention to adopt mobile online shopping; while individuals 
below a bachelor degree and less than four years experience of using mobile device have a lower intention to shop online 
with mobile devices.  Thus, the former group of people should be paid close attention in developing the market strategy to 
promote mobile online shopping. Regarding entertainment services, people over 25 years with a bachelor degree, a full time 
job and at least four years experience of using mobile devices have a greater likelihood of adopting mobile entertainment 
services; while people younger than 25 and without a bachelor degree and full time job as well as the less than four years 
experience of using mobile device are less likely to use the entertainments provided by mobile business vendors. Chinese 
male consumers with a bachelor degree report a higher intention to use mobile devices to deal with the finance, while female 
consumers without a bachelor degree have report low intentions to use mobile finance services. The results of our study are 
summarized in table 13. 
Table 13 Summary of Customers intentions 
 
In our test, the difference of intention to use information search between two age groups and the difference of intention to use 
online shopping between two experience level groups are at marginal significance level (p<0.1). The possible reason is our 
research sample.  All respondents in our study are from one large Chinese city. While there are ethnographic differences in 
these people, they may be homogeneous in nature and life style.  A large sample size with people from different cities in 
China would help with the generalizability of this study. Causal relationship for factors affecting consumers’ intention is 
under investigation in our current and future research to help both practitioners and researchers get a better understanding of 
consumer behaviors in the Chinese M-commerce market. 
The contributions of this study for practitioners is to help mobile business vendors identify and target groups of consumers 
who have a strong intention to adopt new applications and services m-commerce. In addition, this study provides managers of 
m-commerce services seeking to enter the Chinese marketplace specific information about the Chinese m-commerce users' 
intention to use m-commerce services based on various individual characteristics. It also informs managers’ decisions on 
delivering targeted campaigns and specific m-commerce services for the Chinese consumer.  Conversely, for those with low 
intentions to use, the implication for the business is to determine if alternative pricing strategy or new functions should be 
used, or if this group should not be targeted for m-commerce services.  
For academics, this study contributes to the literature on m-commerce adoption by identifying characteristics of the m-
Commerce consumer in china and their intentions to adopt a variety of m-commerce based services. This study also sheds 
light on some future research directions. One of our research agenda will expand current study based on exhausting literature 
review on the marketing research and trust issues in mobile commerce adoption to conduct a close-up analysis of the factors 
affecting the customer’s low intentions to adopt m-commerce. Another interesting work could be done in other cultural 
context. Besides, the comparison of consumers’ attitudes and intentions between Chinese m-commerce market and 
U.S./European market would be very useful for business to localize a global m-commerce strategy. In addition, the 
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comparison of perceived critical success factors identified by successful m-commerce adopters and less successful adopters 
will give interesting insights.   
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